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FINANCIAL HIGHLIGHTS 


Net sales. 

Net income. 

Per share of stock. 

Dividends paid. 

Per share of stock . . . . 

Earnings retained in the business 
Per share of stock. 

Working capital. 

Per share of stock . . . . 

Stockholders’ equity . . . . 

Per share of stock . . . . 

Shares outstanding at year end . 

Number of stockholders . . . 


1964 

1963 

$125,984,500 

$116,884,718 

$ 9,829,691 

$ 8,129,815 

.97* 

.81* 

$ 5,059,503 

$ 4,197,574 

.50 

.42 

$ 4,770,188 

$ 3,932,241 

.47* 

.39* 

$ 37,687,454 

$ 33,199,559 

3.72 

3.29 

$ 52,020,467 

$ 46,813,118 

5.13 

4.64 

10,143,245 

10,084,638 

9,243 

7,634 


* Based on the average number of shares outstanding during the 
respective years. 

All per share figures for 1963 have been adjusted to give effect to 
the stock split in 1964. 





















TO OUR SHAREHOLDERS: 

Your Company has completed another successful year. Both 
sales and earnings increased and set new records. This marks the 
ninth consecutive year since the merger of Pond’s into Chese- 
brough in 1955 in which our sales and earnings have increased. 

In 1964, all divisions of the Company—Cosmetic, Proprietaries 
and Specialties, Prince Matchabelli, and International—operated 
profitably with greater sales volume than in the previous year. 
In particular, there was a notable improvement in our Domestic 
Cosmetic operations where our sales increased by about 15 
per cent. 

The 1964 results testify to the continuing improvement in our 
operations with a 7.8 per cent increase in net sales and a 20.9 
per cent increase in net income. The 1964 ratio of net earnings 
to sales advanced to 7.8 per cent from 7.0 per cent in 1963, 
6.4 per cent in 1962, and 5.9 per cent in 1961. 

We are moving ahead at an accelerated pace. On the inside 
back cover of this Annual Report there is a ten-year summary of 
our operations and of our financial growth. Our steady improve¬ 
ment in sales and earnings year by year has been especially 
noteworthy during the past five years. Since 1959 we have in¬ 
creased our net income by 120 per cent on a sales advance of 
68 per cent. In this same five-year period, earnings per share 
have risen 106 per cent. 

Significantly, after years of work, our new products marketing 
program is now beginning to produce substantial sales volume. 
In 1964 we successfully introduced two important new products: 
Fresh-Start, a medicated, astringent skin cleansing gel for teen¬ 
agers, young men and women; and Groom and Clean, a clear, 
greaseless, water-active hair grooming product which marks a 
new concept in men’s hair care. 

During 1964 we added to the productive capacity of our Long 
Island City, New York, plant which produces Q-Tips brand 
products; and expanded manufacturing operations at both 
Clinton and Stamford, Connecticut. Also, our domestic sales 
volume has now grown to the point where it becomes necessary 
to build a new plant in this country, probably in the Midwest. 
Work is already underway to select a site and develop plans for 
this plant. It is anticipated that with its improved production 
facilities it will also result in manufacturing savings. 

In 1964 our International Division also set new records for 
both sales and profits. This is the ninth consecutive year in which 
our international sales have set successive new peaks and the 
sixth straight year in which profits have established a new record. 
Net sales increased 7.6 per cent and net income increased 14.5 
per cent. 

In September, 1964 we completed a major plant consolidation 
program in England, our largest international market. Elsewhere 
throughout the world we increased the efficiency and capacity 
of our international operations by a combination of plant and 


equipment additions 
which places us in a 
strong position to con¬ 
tinue the growth of our 
business in overseas 
markets. 

Effective November 
6, 1964, the authorized 
capital stock was split 
on a three-for-one 
basis. This increased 
the authorized capital 
stock from 5,000,000 
shares of $2 par value to 15,000,000 shares with a par value of 
$1 per share. This action had the desired effect of increasing 
the number of our shareholders from 7,800 in mid-1964 to 
approximately 11,000 in March, 1965, as well as providing a 
more liquid market for our shares. 

Following the stock split, your Board of Directors voted to 
increase the dividend 29 per cent by placing it on a 60 cents a 
share annual basis. This marks the fifth consecutive year of divi¬ 
dend increases and reflects both the continued improvement in 
our business and our confidence in the future. 

Paralleling the growth of our worldwide operations, there has 
been an increasing interest in our company, both here and in 
major financial communities abroad.Therefore, we have recently 
applied for listing of our shares on the stock exchanges in Paris 
and Switzerland and are considering also making application 
in London. 

During the year your Management was strengthened by sev¬ 
eral changes: the promotion of Ralph E. Ward to Vice-President 
of Domestic Marketing, with complete responsibility for domestic 
marketing operations, excluding Prince Matchabelli; the trans¬ 
fer of Richard K. Van Nostrand to the newly created position of 
Vice-President and General Manager of Brand Operations; as 
well as by the addition of Alexander McFarlane, now Chairman 
and Chief Executive Officer of Corn Products Company, to our 
Board of Directors. 

While no corporate acquisitions were made during the past 
two years, we continue to meet and talk with a number of com¬ 
panies in fields complementary to our present business. 

With the loyal, hard-working support of our employees 
throughout the world, Chesebrough-Pond’s Inc. in 1964 
strengthened and materially improved its position as the inter¬ 
national leader in its field and as a dominant factor in its indus¬ 
try in the United States. We view the future with a high degree 
of optimism based on the continuing growth of our established 
products coupled with the gratifying consumer response given 
to our new products both in the United States and abroad. 
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new fresh-start by Ponds 


Cleans your whole complexion, clears 
your oily skin, helps prevent blemishes* 


“Fresh-Start” medicated cleansing gel 
advertising promotes a sparkling clean 
complexion to millions of women. 



Groom & Clean , our clear , greaseless , water-active 
hair grooming product for men is presented 
in this attractive tube package. 






The promise of relief up to 8 hours 

is the consumer appeal of this new formula 

from our Pertussin Laboratories. 


DOMESTIC MARKETING 


All product areas in which the company operates . . . Propri¬ 
etaries and Specialties, Cosmetic, and Fragrances ... advanced 
in sales during the year. The most spectacular successes were 
evident in the Cosmetic Division, where Cutex sales showed a 
major turn-around and Pond’s Creams, after many years of sales 
stability, experienced a marked upturn in 1964. In addition, the 
national introduction of Fresh-Start, a new skin cleansing astrin¬ 
gent gel, also contributed to the better performance by this 
division. We believe this trend will continue. 

Cutex sales in 1964 increased about 17 per cent over the previ¬ 
ous year, even though we continued our program of eliminating 
slow moving items and low profit promotions. This is the largest 
increase since acquiring this line in 1960 and is the direct result 
of the tremendous consumer acceptance given to our flavored 
lipsticks combined with favorable reaction to the modernization 
of our basic lipstick and nail polish lines. 

“Forbidden Fruits”, the new Cutex Flavored Lipsticks intro¬ 
duced at mid-year proved the wisdom of our marketing strategy 
of introducing new lipstick and nail polish products designed 
to have high appeal for the growing market of younger women 
and teenagers. These flavored lipsticks—caramel, orange, 
cherry and peppermint—caught on immediately, and we promptly 
added other flavors to meet demand. In September, during the 
course of this major promotion, Cutex lipstick sales for a single 
month were over $1,000,000 for the first time in history. 

Following this marketing concept, in December, we intro¬ 
duced to leading beauty editors a new, perfumed nail polish 
called Nail Ac’Scents by Cutex. Like the flavored lipsticks, this 
new nail polish is a first in its field. These editors gave Nail 
Ac’Scents an enthusiastic reception, and we hope this imaginative 
new product will contribute further to the profitability of the 
Cutex line in 1965. Nail Ac’Scents went on sale nationally in 
February, 1965. 

Pond’s Angel Face Makeups continued their successful market¬ 
ing approach to teenagers and young women with the introduc¬ 
tion of fresh new packaging for Angel Face Medicated products 
in November, 1964, which has already resulted in substantial 
sales increases. Angel Face regular products are following suit 
right now with exciting new packaging, shades, and formulas to 
be introduced with a new advertising campaign starting in late 
March, 1965. Trade and press reaction to the new program, 
which includes the beautiful refillable “Golden Petal” compact, 
has been excellent. 

Sales of Pond’s Creams, which have remained relatively stable 
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in the United States for many years, showed a gain of about 19 
per cent in 1964. This increase is largely attributable to the 
Pond’s Seven Day Beauty Plan, an advertising and promotion 
strategy introduced in England in 1961 by Chesebrough-Pond’s 
Ltd., and in the United States in 1963 after also proving itself 
in several other countries. Pond’s Dreamflower Talc and Dust¬ 
ing Powder also showed good gains for the year. 

Fresh-Start, our medicated cleansing gel designed especially 
for the skin problems of teenagers, as well as adult women, was 
launched in September after successful test marketing. It 
achieved national distribution before the year end. Our intro¬ 
ductory marketing program placed samples of Fresh-Start in the 
hands of more than two million high school and college students. 
To reach young people we are using comic strips in teenage 
magazines. In addition, we are employing a glamour and fashion 
approach to reach the mature women. 

Increasingly, advertising and promotions for our cosmetic 
products are concentrating on the growing population of teen¬ 
agers and young women. In print media, we are accomplishing 
this through teenage and women’s service magazines. Our tele¬ 
vision commercials are, however, directed to the entire female 
market. 

Taking domestic cosmetics as a whole, sales for the year ad¬ 
vanced 15 per cent. We believe that this upward sales trend in 
our cosmetic operations will continue. 

Our Proprietary and Specialty products also increased their 
sales in 1964. Groom and Clean, our new clear, water-active hair 
gel for men, and Pertussin Actin Eight-Hour Cough Mixture 
joined our expanding line of well-known and respected products. 

Groom and Clean was first introduced on the Pacific Coast in 
1963. Its success there led us to expand it into all markets west 
of the Mississippi in 1964. By the end of March, 1965, it will be 
on sale nationally. Our optimism for this fine product is based 
on the fact that in the critical West Coast market, Groom and 
Clean quickly established itself as one of the top brands of men’s 
hair dressings. 

New Pertussin Actin Eight-Hour Cough Mixture was success¬ 
fully introduced at the start of the 1964 cold season with the 
largest sampling program in the history of this company. Sam¬ 
ples of this product were placed in virtually every home in the 
United States having children under the age of twelve. Pertussin 
Actin Eight-Hour Cough Mixture is unique among cough syrups 
because it offers relief for up to eight hours, contains no habit 
forming drugs, and is safe even for a child of two. 

The Q-Tips line, which was acquired in 1962, already has 
doubled its domestic profits and continues to expand its very 
substantial share of the market. Selective and timely promotions 
have played an important part in advancing this product’s lead¬ 
ership in its field. A Q-Tips Dispenser promotion was launched 


in the last quarter of 1963. Another coupled Q-Tips Cotton 
Swabs with Pertussin Cough Syrup by including coupons in the 
Q-Tips package which were worth ten cents on the purchase of 
any Pertussin product. More than ten million of these coupons 
went into homes with babies and small children. A third promo¬ 
tion featured a coupon inside the regular Q-Tips Cotton Swab 
package offering a free Purse-Pak, which holds six Q-Tips Cot¬ 
ton Swabs. All of these promotions had a most beneficial effect 
on sales in 1964. 

Vaseline Petroleum Jelly continued as the company’s best¬ 
selling product. Its sales increases are running well ahead of 
population growth, and the product continued to account for an 
increasingly predominant share of the consumer market in 1964. 
In the men’s hair grooming field, where the competition con¬ 
tinues to increase, Vaseline Hair Tonic is still one of our largest 
selling and most profitable products. 

The Proprietaries and Specialties and the Cosmetic Divisions 
were consolidated into a single Marketing Division in 1964. Two 
separate sales forces were retained, however, because of the 
diversity of our product lines. This streamlined marketing 
organization will permit us to grow more efficiently and with 
greater speed and flexibility in the years ahead. 

In both sales and profits, 1964 was the best year ever for the 
Prince Matchabelli Division. Every one of this Division’s lines 
...Fragrances, Aziza Eye Cosmetics, Black Watch men’s toilet¬ 
ries, and Polyderm Creams ... were substantially ahead of the 
previous year. 

In Fragrances, Wind Song continued to show excellent in¬ 
creases. Golden Autumn, heretofore mainly a seasonal promo¬ 
tion, was advertised nationally for the first time and assumed a 
strong position in our line as a year-round fragrance. Modest 
increases were registered by other established fragrances. New 
packaging was developed for the Prince Matchabelli line, and 
the outstanding seller was the new golden metal flacon cologne 
spray mist package for all our fragrances. 

Attractive new packaging also added to the consumer appeal 
for Aziza and with new, increased advertising helped it to 
achieve its best year since its acquisition. A successful new 
Aziza product introduced in 1964 is Natural Brow, a new eye¬ 
brow makeup in pressed powder form which is applied with a 
brush. 

Black Watch men’s toiletries, marketed by the Prince Matcha¬ 
belli Division, also had a very satisfactory increase in 1964. Two 
new products were introduced last year. These are a foam shave 
and a pre-electric shave skin conditioner. The market for men’s 
toiletries is growing steadily, and we are planning to expand 
with it. 

Sales of Polyderm products increased for both the established 
products and the new Polyderm bath oil for dry skin. 








CUTEX FORBIDDEN FRUITS PROMOTION 


We are uniquely organized throughout the 
world to introduce successful ideas quickly 
to other countries wherever market condi¬ 
tions warrant. This is illustrated by the in¬ 
ternational success of Flavored Lipsticks. 
In the United States, during the first 3% 
months of the promotion, sales reached 
7,500,000 lipsticks. Within six months this 
dramatic promotion was also on sale in 16 
other countries. 

Language and local custom are no barriers 
to a good idea. Sales promotion and adver¬ 
tising material translate the Flavored Lip¬ 
stick idea into the idiom of each market. 




HIM HOST 
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GLOBAL MARKETING AT CHESEBROUGH-POND’g 


POND’8 SEVEN-DAY BEAUTY PLAIN 


Idea exchange is not a one-way program. First introduced in 
England, the Pond’s Seven-Day Beauty Plan also proved to be 
a remarkable sales stimulus when used in the United States and 
many other countries. The result was a world-wide sales growth 
for Pond’s Creams in 1964 that was higher than the growth 
achieved over the previous 5 years. 

The promise of beauty has world-wide 
appeal. All markets were encouraged 
to adapt the successful “Seven-Day” 
theme to their own advertising media. 
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Each idea that is successfully extended to other coun¬ 
tries conditions and trains our world-wide marketing 
and production team to seek the highest profit-yield¬ 
ing idea wherever its source. 

The Flavored Lipsticks Promotion is being sold in 
these markets: 

ARGENTINA 

AUSTRALIA 

CANADA 

GREAT BRITAIN 

GUATEMALA 

IRELAND 

MALAWI 

MEXICO 

NEW ZEALAND 

PANAMA 

PERU 

PUERTO RICO 
RHODESIA 
SOUTH AFRICA 
UNITED STATES 
VENEZUELA 
ZAMBIA 


- the interchange of successful ideas 


on a worldwide scale 



Pond’s Seven-Day Beauty Plan is currently in these 
markets: 


ARGENTINA 

AUSTRALIA 

BRAZIL 

CANADA 

CHILE 

COLOMBIA 

FINLAND 

GREAT BRITAIN 

HOLLAND 

IRELAND 

ITALY 

JAPAN 

MALAWI 

MEXICO 

NEW ZEALAND 

PUERTO RICO 

RHODESIA 

SOUTH AFRICA 

UNITED STATES 

URUGUAY 

VENEZUELA 

WEST GERMANY 

ZAMBIA 
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INTERNATIONAL OPERATIONS 


The International Division surpassed all previous records in 
1964. Sales reached a new high for the ninth consecutive year 
and net income set a new record for the sixth successive year. 
Sales increased 7.6 per cent to $50,727,843 and net income 
increased 14.5 per cent to $4,528,642. 

Chesebrough-Pond’s, with nearly one hundred years of prof¬ 
itable international operations, is uniquely well-positioned to 
take advantage of a good product or new marketing idea on a 
global marketing basis. 

In 1964 this concept proved particularly effective. The highly 
successful Forbidden Fruits promotion of flavored lipstick, which 
originated in the United States in mid-year, was also successfully 
introduced to 16 overseas markets in less than six months. 

On the other hand, the dramatically successful Pond’s Seven- 


Day Beauty Plan, which originated in England, was successfully 
launched in the United States. Now, Pond’s Creams are being 
advertised and merchandised in this same manner not only in 
the United States and England, but in all major markets of 
Europe, Canada, Australia, most of Central and South America, 
in South Africa, as well as Japan and the Philippines. 

The result of this unique global marketing strategy is reflected 
by the overseas sales of Pond’s Creams which increased over 
10 per cent in 1964. Since 1955, the international sales of Pond’s 
products have more than doubled. In 1964 the overseas growth 
in sales of Pond’s three basic creams... Pond’s Cold Cream, 
Pond’s Dry Skin Cream and Pond’s Vanishing Cream ... ex¬ 
ceeded the aggregate gains made in the previous three years 
combined. Pond’s Dreamflower Talcum Powder enjoyed a very 
satisfactory year in 1964 with sales more than doubled in 
two years. 

Contributing further to our sales growth during the year was 
the successful introduction of many of our established products 
into new international markets. For example, Pond’s Spray ’n 
Stay, an aerosol hair spray first introduced in England in 1963, 
was expanded into both Rhodesia and the Union of South Africa; 
Vaseline Bath Oil made its entry into Canada; and Odo-ro-no 
aerosol deodorant was introduced in Finland. We fully expect 
that these products, already proven in their existing major mar¬ 
kets, will meet with solid acceptance in the new countries in 
which they are being sold. 

Cutex nail polish, Angel Face compact makeup and Vaseline 
Petroleum Jelly continued in 1964 to be our largest selling 
products overseas. Odo-ro-no deodorant, which had been static 
since 1962, showed marked improvement in 1964. The stronger 
advertising, marketing and more effective worldwide distribu¬ 
tion planned for the Odo-ro-no line in 1965 should continue this 
upward sales trend. It should also benefit from new, improved 
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Five jacilities have been combined into one 
at our newly expanded plant at Willesden t 
London. The original plant can be seen at far left. 










formulas and new packaging for our Odo-ro-no cream, stick, 
roll-on, and spray deodorant products. 

Anticipating continued growth we have leased or bought new 
plant locations and improved and expanded other facilities in 
several international markets. 

In England, the International Division’s largest market, we 
opened two important additions to our plant at Willesden, near 
London. We built a two-story brick warehouse addition to the 
existing Willesden plant and leased a two-story factory and 
research center on adjacent property, increasing our productive 
plant space by 100,000 square feet and bringing total factory 
and office area to 200,000 square feet. More importantly, these 
new facilities enabled us to consolidate into one compact oper¬ 
ating area five locations which had been scattered throughout 
London. Thus, production, research, shipping, warehousing, and 
office operations all are now centralized for more efficient 
operation. 

In Continental Europe last year our sales showed a dollar 
increase of 37 per cent, chiefly reflecting major gains in France 
and West Germany. 

The rising demand for Q-Tips Cotton Swabs in France and 
West Germany required further expanded production and ship¬ 
ping facilities even though French production capacity had been 
substantially increased following the acquisition of Q-Tips, Inc. 
Accordingly, in 1964, the Company purchased an existing plant 
of 60,000 square feet on five acres of land in the town of Pont- 
de-FArche about 60 miles north of Paris. Production will be 
shifted to this new location in 1965, our Paris property being 
retained as office and warehouse space. We will also begin produc¬ 
tion of Q-Tips Cotton Swabs in 1965 at our plant in Oberndorf, 
West Germany. 

In Africa, where we are showing good sales improvement 
and expanding the number of products we market, we are also 


increasing our capability to meet the growing demand. In 
Germiston, South Africa, we completed an addition to our 
factory and increased floor space by about 20 per cent. In 
October, 1964, the company began the manufacture of Cutex and 
Odo-ro-no products in this newly expanded plant. Formerly, 
this had been done by an agent. During the year we also started 
construction of a 21,600 square foot plant and office in Lagos, 
Nigeria. From this prime location in West Africa we expect in 
the early part of 1965 to begin the manufacture and distribution 
of a wide range of company products. 

Of all major international markets, Japan has the highest per 
capita use of cosmetics. To market our products more efficiently 
in this country, we commenced direct manufacturing and selling 
operations there in early 1964. These functions, which formerly 
had been handled by an agent, now are being conducted from 
modern, rented facilities in Tokyo. 

Important progress was also made in other major markets in 
which we long have been well established. In Argentina, for 
example, where we have had our own company since 1939, dollar 
sales increased substantially in 1964. In Brazil, although deva¬ 
luation is a problem, 1964 was our best sales year in history in 
terms of units sold. India is one of our fastest growing markets. 
In 1964 dollar sales increased by 30 per cent. In Australia, in¬ 
creasing sales of Pond’s Creams, Shampoos, and Angel Face 
products gave us a 12 per cent improvement in dollar sales in 
1964. 

The popularity of our products has been growing with rising 
overseas economies and has been further increased by our ability 
to successfully introduce new products of proven high quality. 
Our program of new plant construction and facilities moderni¬ 
zation throughout the world is designed to assure the continued 
long-term growth of Chesebrough-Pond’s in the rapidly expand¬ 
ing international marketplace. 



Attractive Japanese trainees 
are instructed in the art 
of selling cosmetics. 



In Germany , a new baby care 
booh tells thousands of 
doctors and patients 
about our products . 
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Our principal products are: 


POND’S COLD CREAM 
POND’S DRY SKIN CREAM 
POND’S VANISHING CREAM 
POND’S MOISTURE BASE 


POND’S PERFUMED TALC AND 
DUSTING POWDER 


POND’S ANGEL SKIN 
HAND CREAM AND LOTION 


POND’S FRESH-START 


ANGEL FACE REGULAR 
AND MEDICATED MAKE-UP 


VASELINE PETROLEUM JELLY 
VASELINE PETROLATUM GAUZE 
VASELINE LIP-ICE 


VASELINE HAIR TONIC 
VASELINE CREAM HAIR TONIC 
VASELINE HAIR CREAM 
GROOM AND CLEAN 
HAIR GROOMING 


PERTUSSIN COUGH SYRUP 
PERTUSSIN 8 HOUR 
COUGH MIXTURE 
PERTUSSIN MEDICATED 
VAPORIZER 


O-TIPS COTTON SWABS AND 
COTTON BALLS 


CUTEX NAIL POLISH 
CUTEX STRONG NAIL 
CUTEX POLISH REMOVER AND 
ACCESSORIES 
CUTEX LIPSTICK 


AZIZA EYE MAKE-UP 


PRINCE MATCHABELLI 
FRAGRANCE PRODUCTS 
ABANO 
WIND SONG 
GOLDEN AUTUMN 
STRADIVARI 
BELOVED 
PROPHECY 
SUMMER SHOWER 
POLYDERM SKIN 
CARE PRODUCTS 


BLACK WATCH MEN’S TOILETRIES 





Additional products sold overseas: 


POND’S SPRAY ’N STAY 
HAIR SPRAY 


VASENOL BABY PRODUCTS 


LORD CHESELINE MEN’S 
TOILETRIES 


ODORONO DEODORANTS 


VASELINE HAIR CREAM 
VASELINE SHAMPOO 


FLAWLESS MEDICATED CREAM 
AND SOAP 

ANGEL FACE EYE-MAKE-UP 
PEGGY SAGE NAIL POLISH 
POND’S COMPENSATING CREAM 





















































































































































DOMESTIC MANUFACTURING 


Rising consumer demand for our well-established products, 
coupled with the success of newly-introduced products in 1964, 
has brought an urgent need for expanded production, research, 
and warehouse facilities. This expansion was begun during 1964, 
but the bulk of it will either be started or accomplished in 1965. 

In 1964 we had been working on plans to sharply increase 
our program of capital expenditures in 1965. Modern plants, 
equipment, and research technologies have proved to be the keys 
to further growth in terms of meeting consumer product demand 
and in developing new products of the highest quality at rea¬ 
sonable retail prices. Increasing sales and profits, both in the 
United States and abroad, demonstrate the need for continuing 
to aggressively pursue this program of modernization. 

The most important developments in the domestic manufac¬ 
turing area in 1964 took place at our Long Island City plant 
where we manufacture Q-Tips Cotton Swabs. There we com¬ 
pletely revamped production techniques, added new manufactur¬ 
ing equipment, and reorganized the entire plant setup, bringing 
in new personnel where the need was indicated. As a result, by 
the end of 1964 we were able to achieve a gain in production 
capacity of 15 per cent. Since we acquired the Q-Tips plant in 
1962 we have increased production capacity by about 25 per cent, 
making it possible for Q-Tips Cotton Swabs to continue to ex¬ 
pand its share of this growing market. 

The great success of our flavored lipsticks promotion placed 
an unprecedented but welcome burden on our Cutex manufac¬ 
turing facilities at Stamford, Connecticut. On very short notice, 
we found it necessary to increase production first to two shifts 
and then for a short period of time to an around-the-clock basis. 


We also successfully completed the transfer of all production 
of our Pertussin and Actin products, previously produced at 
separate facilities in New York City, to our Stamford plant 
during 1964. This has already resulted in economies and better 
control of manufacturing techniques. 

National introduction of Fresh-Start, a medicated cleansing 
gel and the expansion nationally of Groom and Clean, our new 
hair gel for men, made it necessary to expand our tube filling 
and cartoning equipment at our Clinton, Connecticut plant. 

In 1964, we also moved further in the direction of making 
packaging components on our own equipment. This offers many 
efficiencies and cost advantages for certain of our products. Last 
year, new modern machinery was installed at our injection 
molding plant at Omaha, Nebraska. Here, we now make an 
increasing number of the plastic plumes, caps, and brushes for 
Cutex nail polish, as well as compacts for our Angel Face 
powders and most of the plastic caps used on our hair tonics. 

In line with our constant efforts to improve old products, we 
installed a new “steam stripper” at Perth Amboy to refine and 
improve the processing of Vaseline Petroleum Jelly. 

During 1965, we plan to start building a new Midwest manu¬ 
facturing plant at an estimated cost of $4,500,000. This will 
account for the major portion of our capital spending in this 
year. The new plant will provide the production increases re¬ 
quired to fulfill the growing demand for our products, and it 
will also give us added new warehouse facilities from which to 
distribute our products nationally. The site and actual plans for 
this plant have been under active consideration in 1964, and we 
expect to finalize them and start building in the first half of 1965. 
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This new tube filling installation 
in Clinton , Connecticut has doubled 
our production capacity. 


First step in the production of 
Pertussin Cough Syrup is the steeping of 
thyme leaves in extraction tanks. 


















RESEARCH AND DEVELOPMENT 


The company’s major investment in the Research and Develop¬ 
ment Division, which was reorganized and greatly expanded in 
1962, is now beginning to produce real results. Several new and 
promising products were marketed this past year and are already 
making major contributions to our sales growth. 

Fresh-Start, a unique, medicated, astringent facial cleansing 
gel for oily, problem skin, had been under development for three 
years. Clinical studies show it to be of significant benefit in 
cleaning oily complexions to help prevent the major cause of 
facial blemishes. 

Groom and Clean, the first clear, water-active cleansing hair 
grooming gel, provides excellent greaseless hair grooming. With 
its use, simple rinsing of the hair removes oil and embarrassing 
dandruff, and it rinses off the hands easily. A patent application 
on the reverse emulsion formula of Groom and Clean, which 
required extensive knowledge of a new emulsion technique, has 
been filed. 

Research on cough syrup formulas with prolonged effective¬ 
ness has been in progress the last four years. Concurrently, new 
methods and techniques for evaluating antitussive action were 
developed in selecting and proving the superiority of Pertussin 
Actin Eight-Hour Formula Cough Mixture. 

Four new products were developed for the Prince Matchabelli 
Division: Black Watch Foam Shave, Summer Shower Bubble 
Bath, Polyderm Bath Oil for Dry Skin, and Golden Autumn 
Soap, plus a new series of perfume creme sachets for the entire 
Matchabelli fragrance line. 

In the professional sterile dressing field, Xeroform Gauze 
Bandages were developed in response to requests by plastic 


surgeons for an improved bandage. 

Several new products were introduced by the International 
Division in certain test countries and, if proved successful, 
these products will be expanded into many other countries. The 
Odo-ro-no Antiperspirant-Deodorant line, which is a very im¬ 
portant brand in that division, has been completely reformulated 
to take advantage of new research discoveries which improve 
effectiveness, yet retain the historical mildness associated with 
this trade name. 

The Research and Development Division continually searches 
for ways and means of improving existing products in per¬ 
formance or consumer acceptance, while reducing raw material 
and production costs. For example, a completely new Pond’s Dry 
Skin Cream was introduced with improved performance charac¬ 
teristics and with added appeal to both old and new customers; 
and the quality of Pond’s Cold Cream was further improved. 
Cutex Polish Remover was reformulated to improve its efficiency 
and speed of removal of nail lacquer. Research and Development 
also translates product ideas into product formulas such as 
our flavored lipsticks and our new perfumed nail polish. 

Several new products resulting from our investment in 
research and development are scheduled for test marketing in 
1965. One of these products in the proprietary drug area required 
a major share of the corporate research effort in 1964, and a 
New Drug Application is pending approval. 

The Research and Development Division created 140 new or 
improved product formulas during 1964 which are now in pro¬ 
duction. This increasing flew of new and improved products 
positions the company favorably for future growth. 


The Chromatograph automatically 

analyzes solutions for 

quality control of raw materials. 


In this model pilot plant in our Research 

and Development Division , new formulations are tested 

under actual factory production conditions. 
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WORLD WIDE SALES 



1955 1950 1957 1958 1959 1960 1961 1962 1963 1964 


12- NET INCOME 

1955-1964 

11 “ (millions of dollars) 



18.3 
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FINANCIAL REVIEW 


BASIS OF CONSOLIDATION 

The consolidated financial statements include the accounts of all 
subsidiaries except those of a subsidiary operating in Japan, the 
assets and operations of which are not significant. The invest¬ 
ment in and advances to this subsidiary totalling $109,823 are 
included in the consolidated balance sheet under other assets. 

STOCK SPLIT 

On November 6, 1964, the Company split its capital stock on a 
three-for-one basis. Authorized shares were increased from 
5,000,000 to 15,000,000 shares and the par value changed from 
$2.00 to $1.00 per share. The aggregate number of shares out¬ 
standing was increased from 3,374,570 to 10,123,710 shares, and 
in connection therewith, $3,374,570 was transferred from capital 
surplus to the capital stock account. This transaction did not 
affect retained earnings. All figures in this report have been 
adjusted to reflect the stock split. 

SALES 

World-wide consolidated net sales of $125,984,500 in 1964 were 
the highest in the history of the Company. This represents a gain 
of 7.8% over last year’s sales of $116,884,718. Increases were 
registered in all divisions of the Company—Cosmetic, Proprie¬ 
taries and Specialties, Prince Matchabelli, and International. 

A comparison of domestic and foreign sales follows: 


( Amounts in Thousands) 

1964 1963 

Domestic.$ 75,257 $ 69,752 

Foreign. 50,728 47,133 

$125,985 $116,885 


NET INCOME 

Consolidated net income rose to an all time high of $9,829,691 
in 1964, an increase of 20.9% over the previous year. Earnings 
per share were 97 cents in 1964, compared to 81 cents in 1963, 
based on the average number of shares outstanding during the 
respective years (1964—10,113,938; 1963—10,069,707). 

Certain items, some favorable and some unfavorable, affected 
our earnings in 1964. New product expenditures were more than 
double those of 1963; however, it is expected that these new 
products will add to future profits. Foreign exchange losses in¬ 
creased $412,626 over 1963. The completion of a major plant 
consolidation program in England resulted in an abnormal 
amount of relocation and renovation expenses. 

On the other hand, we realized a tax free gain of $883,000 
from the sale of a manufacturing plant in England. Income tax, 
as a percentage of pretax income was significantly lower than 
1963. This was due to many factors, such as: a reduced federal 
income tax rate; the non-taxable gain in England mentioned 
above; change in the federal income tax law with regard to the 
investment credit and a similar investment credit in England. 


FINANCIAL PROGRESS 

Since the merger of Chesebrough and Pond’s in 1955, sales and 
net income have increased each year. The tabulation given below 
shows that sales have more than doubled and net income has 
more than tripled during the past ten years. An interesting 
sidelight, not apparent from the tabulation, is that 68% of the 
ten year increase in sales and 79% of the increase in net income 
has taken place over the last five years. This progress has been 
achieved through a steady growth in sales of established prod¬ 
ucts, introduction of new products, savings from integrating 
operations of acquired companies, and a continuing cost reduc¬ 
tion program. , , . , . 

(Amounts m Thousands) 



1964 

1954 

Increase 

%_ 

Sales. 

SI25,985 

$50,883 

$75,102 

148 

Net Income .... 

9,830 

3,051 

6,779 

222 

Dividends. 

5,060 

2,000 

3,060 

153 

Earnings per share . . 

$.97 

$.33 

$.64 

194 

Dividend rate per share . 

.60 

.27 

.33 

122 


A more detailed comparison of the Company’s financial prog¬ 
ress over the past ten years is shown on page 20. 


FOREIGN OPERATIONS 

The consolidated statement of income includes net income per¬ 
taining to operations in foreign countries for the years 1964 and 
1963 amounting to $4,528,642 and $3,956,667 respectively. 
Taxes on income imposed by foreign countries amounted to 
$2,883,504 in 1964 and $3,230,477 in 1963. The consolidated 
balance sheet at December 31, 1964, includes net assets of 
$26,140,844 for subsidiaries and branches in foreign countries. 
In general, property, plant and equipment accounts are trans¬ 
lated into dollars at the approximate rates of exchange at dates 
of acquisition. All other assets, liabilities and operating accounts, 
except depreciation, are translated at the approximate year-end 
rates of exchange. 

WORKING CAPITAL 

Working capital increased $4,487,895 or 13.5% over the previous 
year end. The current ratio at December 31, 1964, was 2.9 to 1. 
Following is a summary of working capital: 


(Amounts in Thousands) 
December 31, Increase 



1964 

1963 

(Decrease) 

Current Assets: 




Cash and securities . . 

. . $14,898 

$13,404 

$1,494 

Accounts receivable, 




inventories and 




prepaid expenses . . 

, . 42,869 

40,700 

2,169 


57,767 

54,104 

3,663 

Current Liabilities . . . 

, . 20,080 

20,904 

(824) 

Working capital . . . 

, . $37,687 

$33,200 

$4,487 


A statement of the source and application of working capital 
during 1964 appears on page 19. 
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INVENTORIES 


Inventories at December 31 are 

as follows: 



(Amounts in 

Thousands) 


1964 

1963 

Finished goods. 

... $ 9,993 

$10,032 

Raw materials and materials 
in process. 

. . . 11,493 

10,159 


$21,486 

$20,191 


Inventories are stated at the lower of cost (first-in, first-out 
method) or market (replacement cost). 


PROPERTY, PLANT AND EQUIPMENT 

A comparison of property, plant and equipment follows: 


Buildings. 

Machinery and equipment. 

Leasehold improvements. 

Less accumulated depreciation . . 

Land. 

Net property, plant and equipment . 


(Amounts in Thousands) 


1964 

1963 

$11,647 

$11,614 

14,129 

12,288 

458 

393 

26,234 

24,295 

10,775 

9,800 

15,459 

14,495 

821 

856 

$16,280 

$15,351 


Depreciation amounted to $1,692,559 in 1964 and $1,702,167 
in 1963. 

Capital expenditures in 1964 amounted to $3,049,983. The 
modernization and expansion of our production facilities in 
England accounted for a significant portion of the expenditures. 

Present plans call for increased investment in property, plant 
and equipment during 1965. Included in these plans is the con¬ 
struction of a new plant and warehouse in the United States 
which, when completed, will cost approximately 4% million 
dollars. 


LONG TERM DEBT 

Long term debt at December 31,1964, consists of 5% promissory 
notes due in equal annual installments, 1967 through 1976. The 
agreement pertaining to these notes provides that the Company 
will not pay cash dividends or acquire any shares of its capital 
stock except to the extent of $5,000,000 plus consolidated net 
income (as defined) subsequent to December 31, 1960, or if the 
consolidated net current assets would be reduced by such action 
to less than $20,000,000. At December 31, 1964, $17,687,454 of 
consolidated retained earnings was not restricted under these 
provisions. 

STOCK PURCHASING PLAN 

At January 1,1964, 715,185 shares of capital stock were reserved 
for issuance under the Stock Purchasing Plan to certain officers 
and administrative employees against which purchase elections 
for 168,960 shares were outstanding at prices ranging from $6.72 


to $7.70 per share. Employees may pay for shares they elect to 
purchase over a period of five years; shares are not issued until 
paid for in full. During the year, employees were granted elec¬ 
tions to purchase 106,635 shares at $8.87 per share (representing 
fourteen times the average earnings per share during the pre¬ 
ceding five years), agreements for 900 shares were cancelled, and 
58,430 shares were fully paid for and issued (at prices ranging 
from $6.72 to $8.87 per share). The market price in 1964, at the 
time employees elected to purchase, averaged $17.73 a share or 
$1,890,243 in total. At December 31, 1964, 656,755 shares were 
reserved, of which purchase elections for 216,265 shares were 
outstanding. The purchaser may not dispose of the shares pur¬ 
chased for a period of five years from the date of acceptance of 
the purchase agreement by the Company. 

In accordance with present Treasury Department regulations, 
the Company will be entitled to a tax benefit beginning in 1965, 
amounting to the tax at the then current rate, on the difference 
between the purchase and market prices on the date of the em¬ 
ployee’s subscription or the date the five-year restriction period 
mentioned above ends, whichever is the lesser. The tax benefit 
provided by these regulations will increase the amount received 
by the Company for the stock sold under the Plan and will be 
credited to capital surplus. It is estimated that this credit will 
amount to approximately $300,000 in 1965. 

DEFERRED EXECUTIVE INCENTIVE COMPENSATION 

During 1961, $ 129,304 was charged to income under the provi¬ 
sions of the Executive Incentive Profit-Sharing Plan. Of this 
amount, $154,626 will be held for distribution to the partici¬ 
pating employees upon their retirement, death, or termination 
of employment. Deferred compensation is not deductible for 
federal income tax purposes until paid and is therefore shown 
in the balance sheet net of the tax applicable thereto. The de¬ 
ferred liability at December 31, 1964, follows: 


Liability to participants in the plan.$ 933,189 

Federal income tax applicable thereto .... 447,931 

Net liability under the plan . . . . . . $ 485,258 

CAPITAL SURPLUS 


Capital surplus decreased $2,986,185 in 1964 as a result of the 
transfer to capital stock of $3,374,570 in connection with the 
three-for-one stock split, offset by an increase of $388,385, repre¬ 
senting proceeds in excess of par value of stock issued under the 
Stock Purchasing Plan. 

DIVIDENDS 

On September 16, 1964, the Board of Directors voted to raise 
the quarterly dividend from 11% cents to 15 cents per share, an 
increase of 29%. This is the fifth consecutive year in which the 
quarterly dividend payment has been increased. The Company 
has paid cash dividends without interruption since 1883. Divi¬ 
dends paid to stockholders during 1964 totalled $5,059,503, 
representing 51% of net income. 
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Chesebrough-Pond’s Inc. and Subsidiaries 

CONSOLIDATED STATEMENT OF INCOME 
AND RETAINED EARNINGS 


Year ended December 31, 


Net sales. 

Royalties. 

Operating revenue. 

Cost of products sold. 

Selling, advertising and administrative expenses . 

Operating costs and expenses. 

Income from operations. 

Other income (expense): 

Gain on disposal of property, plant and equipment 

Interest income. 

Interest expense. 

Loss on foreign exchange. 

Miscellaneous—net. 


Income before provision for taxes on income . . . 

Provision for federal and foreign taxes on income . . 

NET INCOME. 

Retained earnings at beginning of year. 

Dividends paid—$.50 per share in 1964 ($.42 in 1963) 
Retained earnings at end of year. 


* Certain items have been reclassified for comparative purposes. 


1964 

$125,984,500 

1,910,580 

127,895,080 

47,801,940 

61,872,483 

109,674,423 

18,220,657 

987,982 
314,277 
(561,050) 
(568,117) 
(80,873) 
92,219 
18,312,876 
8,483,185 
9,829,691 
35,970,479 
45,800,170 
5,059,503 
$ 40,740,667 


1963 * 

$116,884,718 

1,702,100 

118,586,818 

44,417,860 

56,463,655 

100,881,515 

17,705,303 

272,097 
256,794 
(709,571) 
(155,491) 
(82,224) 
(418,395) 
17,286,908 
9,157,093 
8,129,815 
32,038,238 
40,168,053 
4,197,574 
$ 35,970,479 


See accompanying financial review. 














































Chesebrough-Pond’s Inc. and Subsidiaries 

CONSOLIDATED BALANCE SHEET 


December 31, 

ASSETS 

CURRENT ASSETS: 

Cash. 

Marketable securities, at cost which approximates market 

Accounts receivable. 

Inventories, at lower of cost or market. 

Prepaid expenses. 

Total current assets. 

PROPERTY, PLANT AND EQUIPMENT, 

at cost less accumulated depreciation. 

OTHER ASSETS, at cost. 

GOODWILL AND TRADEMARKS, at cost. 


LIABILITIES AND STOCKHOLDERS’ EQUITY 

CURRENT LIABILITIES: 

Notes payable and foreign bank overdrafts. 

Accounts payable and accrued liabilities. 

Federal and foreign income taxes. 

Total current liabilities. 

LONG TERM DEBT. 

DEFERRED EXECUTIVE INCENTIVE COMPENSATION 

STOCKHOLDERS’ EQUITY: 

Capital stock—$1.00 par value (1963—12.00 par value) 
Authorized—15,000,(XX) shares (1963—5,000,000) 
Issued—10,143,245 shares (1963-3,361,605) . 

Capital surplus. 

Retained earnings. 

Less 59 shares of treasury stock, at cost. 

Total stockholders’ equity. 


*Certain items have been reclassified for comparative purposes. 

See accompanying financial review. 


1964 

$ 6,737,821 
8,160,651 
19,575,222 
21,486,296 
1,807,386 
57,767,376 

16,279,629 

353,537 

8,185,105 

$82,585,647 


$ 716,879 

13,170,430 
6,192,613 
20,079,922 
10,000,000 
485,258 


10,143,245 

1,136,555 

40,740,667 

52,020,467 


52,020,467 

$82,585,647 


December 31, 

1963* 

$ 8,057,899 
5,346,314 
18,780,088 
20,191,093 
1,728,395 
54,103,789 

15,350,632 

513,951 

8,185,105 

$78,153,477 


$ 1,016,628 
12,838,844 
7,048,758 
20,904,230 
10,000,000 
436,129 


6,723,210 

4,122,740 

35,970,479 

46,816,429 

3,311 

46,813,118 

$78,153,477 
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Chesebrough-Pond 9 s Inc . and Subsidiaries 

CONSOLIDATED STATEMENT OF SOURCE AND 
APPLICATION OF WORKING CAPITAL 

Year Ended December 31,1964 


SOURCE 

Operations: 

Net income. 

Add charges to net income not involving 
working capital: 

Depreciation. 

Deferred executive incentive 

compensation (net of tax) . . . 

Book value of property, plant and 
equipment retired. 

Provided from operations. 

Receipts from employees under Stock 

Purchasing Plan. 

Other. 


$ 9,829,691 


1,692,559 

77,313 

428,427 

12,027,990 

548,343 

49,232 

$12,625,565 


See accompanying financial review. 



ACCOUNTANTS* REPORT 


Arthur Young X Company 

U S A . CANADA, MCXICO. SOUTH AMERICA 

GREAT BRITAIN, continental EUROPE CERTIFIED PUBLIC ACCOUNTANTS 

MIDDLE CAST. SOUTH AFRICA. AUSTRALIA 


16 5 B R O A D WAY 

New York. N. Y. 10006 


The Stockholders 
Chesebrough-Pond*s Inc. 

We have examined the accompanying consolidated balance sheet of Chesebrough-Pond*s Inc. and 
subsidiaries at December 31, 1964 and the related consolidated statements of income and retained 
earnings and source and application of working capital for the year then ended. Our examination of 
the financial statements of the company and its subsidiaries, which did not include the financial 
statements of subsidiaries in Argentina, Mexico and Switzerland, was made in accordance with gen¬ 
erally accepted auditing standards, and accordingly included such tests of the accounting records 
and such other auditing procedures as we considered necessary in the circumstances. We have re¬ 
ceived the reports of other independent public accountants with respect to their examinations of 
the financial statements of the subsidiaries in the countries mentioned above. 

In our opinion, based upon our examination and the reports of other independent public ac¬ 
countants referred to above, the statements mentioned above present fairly the consolidated 
financial position of Chesebrough-Pond*s Inc. and subsidiaries at December 31, 1964, the consoli¬ 
dated results of their operations and the source and application of their consolidated working 
capital for the year then ended, in conformity with generally accepted accounting principles 
applied on a basis consistent with that of the preceding year. 

February 23, 1965 '^^"*‘-0 Y 
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CHESEBROIJGH-POIND’S INC., and Subsidiaries 


TEN-YEAR, SUMMARY 
1955-1964 


OPERATIONS (in thousands of dollars) 

Net sales. 

Royalties. 

Costs and operating expenses . . . . 

Income before taxes. 

Income taxes. 

Net income. 

Shares outstanding at year end . . . . 

Earnings per share*. 

Dividends per share. 

Pretax income as a percentage of net sales 
Net income as a percentage of net sales . 


YEAR-END FINANCIAL POSITION 

Current assets. 

Fixed assets (net). 

Total assets. 

Current liabilities. 

Working capital. 

Total liabilities. 

Stockholders’ equity. 

Stockholders’ equity per share. 

Return on stockholders’ equity. 

*Based on the average number of shares outstanding during the 
respective years. 

All per share figures have been adjusted to give effect to the 
stock splits in 1960 and 1964. 


1964 

$ 125,985 
1,911 
109,674 
18,313 
8,483 
9,830 
10,143,245 
$.97 
.50 
14.5% 
7.8% 


$ 57,767 

16,280 
82,586 
20,080 
37,687 
30,566 
52,020 
$5.13 
21 . 0 % 


1963 

$ 116,885 
1,702 
100,882 
17,287 
9,157 
8,130 
10,084,638 
$.81 
.42 
14.8% 
7.0% 


$ 54,104 

15,351 
78,154 
20,904 
33,200 
31,341 
46,813 
$4.64 
19.1% 
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1962 

1961 

1960 

1959 

1958 

1957 

1956 

1955 

114,581 

$ 107,845 

$ 80,226 

$ 75,190 

$ 67,477 

$ 63,052 

$ 56,800 

$ 53,519 

1,606 

1,629 

366 

360 

316 

202 

203 

282 

100,698 

96,110 

70,453 

67,086 

60,019 

57,032 

50,417 

47,854 

15,000 

12,740 

10,287 

8,590 

7,506 

6,364 

6,946 

6,215 

7,703 

6,358 

5,045 

4,130 

3,924 

3,034 

3,655 

3,085 

7,297 

6,382 

5,242 

4,460 

3,582 

3,330 

3,291 

3,130 

0,054,530 

10,016,184 

9,879,930 

9,676,065 

9,419,940 

9,228,465 

9,144,165 

9,111,840 

$.73 

$.64 

$.53 

$.47 

$.38 

$.36 

$.36 

$.34 

.35 

.30 

.29 

.27 

.27 

.27 

.27 

.27 

13.1% 

11.8% 

12.8% 

11.4% 

11.1% 

10.1% 

12.2% 

11.6% 

6.4% 

5.9% 

6.5% 

5.9% 

5.3% 

5.3% 

5.8% 

5.8% 

t 51,621 

$ 45,863 

$ 43,128 

$ 29,905 

$ 28,824 

$ 25,179 

$ 24,337 

$ 24,141 

14,835 

14,450 

14,796 

11,012 

8,957 

8,599 

7,279 

6,161 

75,428 

69,320 

67,448 

44,435 

39,928 

35,914 

34,043 

31,834 

20,266 

17,237 

15,065 

11,053 

10,325 

8,602 

8,149 

7,068 

31,355 

28,626 

28,063 

18,852 

18,499 

16,577 

16,188 

17,073 

32,755 

30,644 

32,224 

11,446 

10,587 

8,810 

8,515 

7,450 

42,673 

38,676 

35,224 

32,989 

29,341 

27,104 

25,528 

24,384 

$4.24 

$3.86 

$3.57 

$3.41 

$3.11 

$2.94 

$2.79 

$2.68 

18.9% 

18.1% 

15.9% 

15.2% 

13.2% 

13.0% 

13.5% 

13.4% 























CHESEBROUOH-POINO’S INC. 


Domestic Plant Locations: 

CLINTON, CONNECTICUT 
STAMFORD. CONNECTICUT 
PERTH AMBOY, NEW JERSEY 
LONG ISLAND CITY, NEW YORK 
OMAHA, NEBRASKA 


International Branches and Subsidiaries: 

BUENOS AIRES. ARGENTINA 
MONTEVIDEO. URUGUAY 
RIO DE JANEIRO. BRAZIL 
SAO PAULO, BRAZIL 
CARACAS. VENEZUELA 
MEXICO CITY. MEXICO 
MARKHAM. CANADA 
SAN JUAN. PUERTO RICO 
LONDON. ENGLAND 
AMSTERDAM. HOLLAND 
DUBLIN. IRELAND 
GENEVA. SWITZERLAND 
MILAN, ITALY 
PARIS. FRANCE 

OBERNDORF-AM-NECKAR. W. GERMANY 

APAPA, NIGERIA 

ACCRA. GHANA 

GERMISTON. SOUTH AFRICA 

SALISBURY. SO. RHODESIA 

BOMBAY, INDIA 

KARACHI. PAKISTAN 

TOKYO. JAPAN 

BANGKOK, THAILAND 

MELBOURNE. AUSTRALIA 



In addition to maintaining plants in 
13 countries , Chesebrough-Pond’s uses 
the facilities of manufacturing and selling 
representatives in 41 other important markets . 

Chesebrough-Pond*s products are sold 
in 140 markets throughout the world. 











